Purpose of the Study: The components of a successful service-learning (SL) program are Intended Outcomes, Program Environment and Student Characteristics. Much has been written about the first two factors, but little empirical research is available concerning Student Characteristics or SL in marketing courses. The study examines the impact of various demographic characteristics on student outcomes.
INTRODUCTION
Service-learning is an academically rigorous, learnercentered experiential format of education that combines meeting community needs with purposeful educational growth for the student through the use of classroom materials and real-life organizational experience [2] [3] [4] . Experiential learning may also be an effective approach for faculty to develop a better understanding in students of culture, global marketing and marketing ethics [5] . The need for individual understanding of various ways of looking at the world may well be increased through the students' participation in service-learning assignments [6] . Servicelearning also helps in teaching students a variety of helpful skills: Team-building, enhanced social and cultural consciousness, increased intellectual curiosity, problem solving, time management, etc. [7, 8] .
Although a plethora of information has been written about SL in non-business courses, fewer studies have focused on SL in business courses. Specifically, little empirical research is available concerning SL in marketing courses. However, one study provides a framework for the inclusion of service-learning and the specific application of service-learning projects in marketing courses [9] . Within the conclusions, itstates "the next step for research in *Address correspondence to this author at the Craig School of Business, California State University, Fresno, Fresno, CA 93740-8001, USA; Tel: 559-278-5121; Fax: 559-278-8577; E-mail: sgeringer@csufresno.edu service-learning in the marketing curriculum should focus on empirical studies" [9] . However, the number of empirical studies dealing with business students is limited, and the number dealing with marketing students is even more limited. Only one study indicates that business majors were part of the sample [10] .
A MODEL FOR SERVICE-LEARNING
A framework for designing or assessing SL might utilize the scheme as conceptualized and illustrated in Fig. (1) [11] . As indicated in the framework, measurement of the Actual Learning Outcomes of service-learning in a specific course or discipline is a function of the interaction of three factors: Intended Learning Outcomes, Educational Environment and Student Characteristics. Therefore, the success of a servicelearning program is based on the interaction of these three factors [11] . Although much has been written about Intended Outcomes and Program Environment, much less has been written about Student Characteristics.
Intended Learning Outcomes
SL can address a number of different possible outcomes [12] . Therefore, it is important for the faculty to select specific desired outcomes to be achieved through the SL activity. The students participating in the current study were enrolled in a Marketing Concepts course in which the faculty has determined the specific desired outcomes to be Civic Responsibility, Career Development, Academic and Personal Development. These Intended Learning Outcomes were developed by the participating faculty, based upon previous SL research [1, 9, 13] . Fig. (1) . Service-learning model.
Education Environment
Educational Environment relates to those factors that enhance the impact of the SL activity (e.g. quality placements, connection with course content and reflective activities). In the current study, the faculty was provided with as much information as possible in order to ensure that the environment for the SL projects was similar, regardless of the instructor [13, 14] . In addition, all faculty involved in this study were trained in SL and mentored by their colleagues. This is an important aspect of creating a sound study, based a correlation between the amount of faculty SL training and student perceptions [15] . This study indicated that SL had an optimum impact on students who had teachers who were trained and followed sound practices in SL.
Student Characteristics
A third factor that can impact the ability to achieve learning objectives is individual Student Characteristics. This can include such factors as grade point average, attitudes toward service, or level of cognitive development [16] . Learning outcomes may also be a function of demographics, such as age, gender, ethnicity and student academic major.
Actual Learning Outcomes
All three of these factors must be considered when designing a service-learning activity or program. While much research has been done on most of these factors, there are few studies available on the impact of student demographics on actual learning outcomes nor on diversity in SL [17] . Although an extensive bibliography of research was developed that addresses the impact of SL through 2000, the only research articles included in this bibliography concerned student demographics in relation to SL [13, 18] . The authors also concluded that further empirical studies were necessary because not enough information existed to be able to develop an accurate profile of those students who would more readily engage in community service projects.
Results of a study which examined student involvement in SL activities based upon age, gender, classification, academic major and outside employment, indicated that students strongly supported the concept of SL [19] . In regard to the demographics of ethnicity and gender [20] . One study determined that there was no significant difference between men and women in their attitudes and behavior toward community involvement. Another study addressed the impact of age, gender, race and major area of study in relation to the Community Service Attitudes Scale (CSAS) and found that men scored higher in one area of the CSAS, whilst women scored higher in all the other CSAS areas [21] .
Numerous studies have examined men and women in relation to their community service capacity [10, 21] . Another study found that females were more likely than males to support service assignments in their university classroom settings [18] . It was also found by one author that women participating in community service displayed a higher level of empathy than men who participated [22] . In regard to future participation of students in further community service, it was also determined that gender played a significant role in future participation, citing that women were much stronger in this capacity [22, 23] . The literature is highly supportive of the view that gender plays a role in service learning participation and attitude of the participants. However, one study found that gender did not matter when students were asked their perceptions of participation in community service [24] .
Research has also addressed the issue of age in relation to SL and community service. One effort studied members of university sororities and fraternities and found a significant difference in age and the volunteerism of the participants [25] . Specifically, the authors indicated that younger Greek members were more likely to participate in volunteer activities than their older counterparts. One researcher's study is quite specific in finding that individuals under the age of 24 are most likely to volunteer in comparison to other ages [26] . Thus, these authors insinuate that age affects the participation level of those participating in volunteerism, and younger students will have a stronger likelihood of participating than their older peers.
Research studies have also indicated that ethnicity plays a role in individuals' community involvement. Numerous studieslooked specifically at ethnicity and community involvement [27] . Another study found that Caucasians scored higher on their attitudes about estimates of future community involvement than African-Americans [20] . In a study of urban-based higher education institutions, it was found that African-American students were more service oriented in their attitudes than Euro-Americans or Asian-Americans [28] . In regard to ethnicity and volunteerism, Caucasian members of university Greek organizations were most likely to participate in volunteerism, followed by African-Americans, Hispanics, Asians and those who identified themselves as others [25] . A second study's findings echo this information [29] . It found that Caucasians participated in volunteerism at a higher rate thanAfrican-Americans. However, two other individual studies indicated that no significant differences were identified when addressing ethnicity and levels of volunteerism [30, 31] .
The demographic of a student's major area of study has also been analyzed in relation to volunteerism and SL in previous research studies. One study found the single variable which significantly related to choosing a student's service option was academic major, with social science students being more likely to choose service-learning than students within other majors [32] . Another study found that academic major had a significant impact uponservicelearning performance [33] . Another found that students' favorability toward participating in service-learning activities was directly related to their academic major while a third echoed these sentiments in their findings that differences occurred in their subjects' levels of volunteerism based upon the students' majors [31, 32] . However, several studies found no relationship between a student's academic major and their civic attitude [34, 35] Based on the research efforts discussed, this empirical study was designed to test the impact of student diversity on the service-learning experience in marketing. The specific null hypotheses that were tested are: H 1-4 : Students' gender (H 1 ), age (H 2 ), ethnic background (H 3 ), and academic major (H 4 ) will have no effect upon their service-learning experiences in marketing.
STUDY DESIGN
The study was comprised of undergraduate business majors enrolled in an upper-division Marketing Concepts course at a university located in the western United States. Prior to participating in this study, the students included in the sample had recently completed a class-assigned mandatory service-learning project, which required a minimum of fifteen hours service in a nonprofit organization. All students were given the same survey (APPENDIX A), which was completed during a regular class period upon completion of the SL project.
The questionnaire was developed utilizing items from a survey instrument designed for assessing the impact of service-learning by the Center for Academic Excellence at Portland State University [1] . Some modifications were made in order to incorporate questions relevant to this specific course and assignment [16] . Twenty-one items measured one of four different Intended Learning Outcomes: (1) Career Related Outcomes; (2) Academic Outcomes; (3) Personal Development Outcomes; and (4) Civic Responsibility Outcomes. Students were asked to identify the extent to which they agreed or disagreed with each statement on a five-point Likert scale (1 = strongly disagree and 5=strongly agree). In addition, four demographic questions assessing gender, age, ethnicity, and academic major were included. Table 1 presents the demographic characteristics of the sample.
To minimize the impact of using multiple instructors with varying experience using SL, data were gathered from thirty-eight sections of the marketing course over a period of eight years (2003-2010), representing 2,310 student participants. The elimination of respondents due to missing data resulted in 2,135 usable surveys. In addition, the faculty was provided with information, training and mentoring in service-learning in order to provide an Educational Environment that was consistent. Table 2 presents the abbreviated item topic along with its associated outcome objective, as well as the mean, standard deviation and itemto-total correlations for each item and the Cronbach alpha for each of the four scales. Although two items were weak in the reliability analysis, they were retained for further analysis in order to keep the original scales intact. 
RESULTS
This study is designed to test the impact of student diversity on the service-learning experience in marketing. In order to reduce the data, an R-type factor analysis was applied to a correlation matrix of the 21 variables in order to identify latent dimensions. The Kaiser-Meyer-Olkin measure of sampling adequacy indicated that factor analysis was appropriate (index value = .968). The Bartlett test of sphericity also revealed that the correlation matrix has significant correlations among some of the variables (chisquare = 36,229.02, d.f. = 210, p< .000). Principle components analysis with a Varimax rotation was used, and the latent root criterion indicated that four dimensions had eigen values greater than one and explained 68.7% of the total variance. These four dimensions related to Career Related Outcomes, Academic Outcomes, Personal Development Outcomes, and Civic Responsibility Outcomes. Table 3 presents comparisons for the demographic variables of gender, age, ethnic background, and academic major across each of these four learning outcomes using ANOVA. Significant differences between group means were further analyzed using Scheffe post hoc tests where appropriate.
Gender
Overall, there were no significant differences between males and females across all four learning outcomes. Interestingly, every item except for one (item 14) received a higher rating from the male respondents than from their female counterparts. Although male respondents were somewhat more enthusiastic about the service learning outcomes, the evidence against the first hypothesis is rather weak at best. As a result, Hypothesis 1 is accepted since the SL attitude items had no significant differences, suggesting that students' service-learning experiences in marketing were rather similar across gender.
Age
There were significant differences between the age categories across all four learning outcomes, although mean and median ages were not examined. Scheffe post hoc tests suggest that the predominant differences reside between the under-21 age category and the 26-30 age categories, respectively. The under-21 group had the lowest means while the 26-30 group had the highest means for most of the service-learning items. Consequently, the 26-30 age group exhibited the greatest enthusiasm for the benefits of the SL project and its associated outcomes. Based on these results, the evidence against the second hypothesis is very strong. Overall, seventeen items exhibited significant mean differences between the various age categories. As a result, Hypothesis 2 is rejected because most of the students' service-learning experiences in marketing were not similar across age.
Ethnic Background
There were significant differences between the ethnic categories across all four learning outcomes. Scheffe post hoc tests revealed that African Americans were significantly different than every other ethnic group. For nineteen servicelearning items that had significant mean differences across ethnic backgrounds, African Americans had the lowest mean attitudes on every item. Hispanics, by and large, had the highest mean attitudes regarding the benefits of the SL assignment and its corresponding learningoutcomes. Specifically, they had the highest mean attitudes on twelve of the SL items. These results suggest that the evidence against the third hypothesis is also very strong. In all, nineteen attitude items had significant mean differences between the various ethnic backgrounds, resulting in the rejection of Hypothesis 3. Therefore, most of the students' SL experiences in marketing were not similar across ethnic background.
Academic Major
There were significant differences between the ethnic majors across all four learning outcomes. According to Scheffe post hoc tests, marketing majors differ significantly from management majors on fifteen attitude items and from accounting and finance majors on seventeen attitude items, respectively. Altogether, marketing majors did not differ significantly from information systems majors. However marketing majors had the lowest mean on nineteen of the items. Accounting majors, on the other hand, had the highest mean attitudes on seventeen of the SL items and had the greatest enthusiasm for the potential benefits of the SL assignment and its associated outcomes. Hypothesis 4 is rejected since most of the students' service-learning experiences in marketing were not similar across academic major.
DISCUSSION
The findings indicated that certain demographic characteristics, including academic major, age and ethnicity, did have a strong effect upon SL experiences in marketing. The only demographic variable to have a marginal impact on student outcomes was gender. Although males tended to have higher mean attitudes than females across all the service-learning items, these differences were not statistically significant.
The data indicate a possible immaturity on the part of the under-21 group concerning their overall experiences with the service-learning project. Perhaps their youth explains their lack of enthusiasm regarding the potential benefits of the SL assignment with regards to their learning outcomes. The older students, particularly the 26-30 age category, are more aware of the needs of the nonprofit organizations in the community and are more willing to give up their time to help these organizations.
The differences in mean attitudes across ethnic backgrounds may be a product of the fact that some students, particularly Hispanics, were allowed the opportunity to work with individuals at the nonprofit agencies that are from a background different than their own, thus affording them the opportunity to expand their awareness of others, as well as their own feelings of others. Perhaps these findings also indicate that other students, such as African Americans, were unclear as to how they may become involved with aiding nonprofit organizations, and the SL assignments did not allow them the opportunity to participate in a fulfilling experience that they wish to continue in the future.
Marketing majors indicated a highly significant difference in their SL experience for all learning outcomes. Unfortunately, their mean attitudes for almost all servicelearning items were lower than the other academic majors. This is particularly ironic given the fact that the SL assignments, in the marketing courses in which these students participated, required mandatory SL assignments which addressed marketing issues, and marketing majors should have been more highly attuned to the learning opportunities that these projects provided. Accounting majors, on the other hand, seemed better able to understand these opportunities as evidenced by their high mean attitudes across the learning outcomes.
RECOMMENDATIONS
Although one comment suggests that the motivating of faculty to make changes in their curriculum is one of the loftiest challenges facing marketing education today at the undergraduate level, this study recommends that demographic information gleaned may be useful in such changes [36] .
After completing this study, specific recommendations for future studies are as follows:
1.
The continuation of empirical studies to determine methods faculty may use to offer students valuable service-learning experiences within the study of marketing.
2.
Studies that indicate why older students, male students, accounting majors and Hispanic students are more favorable toward the service learning experience in marketing.
3.
Studies in business-related fields, other than marketing, which investigate the impact of student diversity on the service-learning experience.
4.
Studies that indicate how younger, female, African American, marketing majors may undergo a more fulfilling experience from the service-learning assignment.
Upon examination of the related literature and this study, faculty considering the implementation of SL assignments in their courses should be made aware that student diversity does indeed make an impact on the SL experience in marketing. Although much literature has been devoted to the fact that SL may be a valuable and worthwhile experience for students, there is a definite need for future empirical studies that address the accomplishments and implications of these assignments. This information would allow faculty to offer their students the very finest service-learning experience available.
